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Chairperson Warren and Members of the Committee:

Thank you for allowing me to speak to you today on this important, and controversial topic.
Before I begin my formal presentation, I would like to offer you some background about myself,

and my involvement in this field.

My name is Jerry Wachtel. I am an engineering psychologist with more than 40 years of
experience in the study of human performance in complex settings. Early in my career, I had the
pleasure of working in the NASA Apollo Lunar Landing program. I worked in the nuclear power
industry after the accident at the Three Mile Island nuclear power plant in Pennsylvania. But my
greatest love, and the field in which I have spend the majority of my professional life, is the field
of surface transportation, and particularly highway safety.

In 1980, while directing a research laboratory at the Federal Highway Administration in
Washington, DC, I was the co-author of a report on the safety impacts of digital billboards — the
first in this country. That report was honored by FHWA as the Outstanding Technical
Achievement of the Year, and the report was used as evidence by the U.S. Justice Department in

the landmark Supreme Court Case known as Metromedia vs. the City of San Diego.

Since that time, I have continued my research and consulting in highway safety in general, and

issues of driver distraction in particular.

In the area of billboards, including digital billboards, [ take pride in my independence and
objectivity. That objectivity has been recognized in many ways. I serve as a consultant to the
current FHWA project on digital billboards; and I am the Chair of the Subcommittee on Digital
Signage for the Transportation Research Board of the National Academy of Sciences.

I have served as a consultant to city, county, and State governments throughout the country; but
my services have also been retained by every one of the major digital billboard companies in the

country — Clear Channel, CBS Outdoor, and Lamar. [ have been hired by the Outdoor






Advertising Association of America, and the International Sign Association — the on-premise
equivalent of the OAAA. In one instance, I was hired by Clear Channel in a case brought against

the city of Seattle. [ was then hired by the City to assist in the revision of its sign ordinance.

As you know, FHWA is currently performing its own research study into the possible distracting

effects of digital billboards. I serve as a consultant to that project, and it is expected to be

completed later this spring.

As you will hear during my formal presentation, I have no bias for or against digital billboards.
Although the billboard industry would like to believe, and would like you to believe, otherwise, [
have never once stated or suggested that digital billboards should be prohibited — my written and
spoken words have consistently said the opposite — that, if properly designed, placed, and

operated, they can function with no greater impact on traffic safety than conventional billboards.

Last year, I completed a study that had been requested by AASHTO, the American Association
of State Highway and Transportation Officials. The States requested the study because of
growing concerns about distraction from proliferating digital billboards, and the adverse safety
consequences of such distraction. The purpose of my study was to critically evaluate the most
recent research in the field, and to review and assess the guidelines and regulations that had been
put into effect, worldwide, to control digital billboards along highways. The States wanted
guidance that they could use at home pending the outcome of the FHWA study, or in the event
that the FHWA study was not definitive. My report was peer reviewed, and published in April of
last year. The recommended guidelines, as well as the citations and critique of every available

study, worldwide, are in the report, and I can certainly make it available to you if you wish.

Some of the lessons learned during the course of my AASHTO study are incorporated into the

brief presentation that [ am about to give.

As you are no doubt aware, the issue of outdoor advertising in general, and digital billboard in
particular, is rather highly charged politically. It is important for me to make clear to you today,
that my work has been, and continues to be, based on the science, and not on any bias toward one

side or the other.

With that in mind, [ would like to begin my formal remarks.
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The Key Measure in the Lee Study

st of Giainas

Puaroen) of Gagrm as |
Fareung of Giase 24

’ Basaine _i Convertional 3ilboard
o 0% ¢ 30%
g 25% | g 25%
3 20% ' & 20%
5 159 21 | s 15%
c T e |
€ 0% = ; ! § 0%
: =l ] | : o TP
- 3 9 1 » - 5 " LY . o " - ? _" " . o, » 1 . » _'. _.. » . 2
L' n 3 LY N n % . " |
Glance Length (s) | Glance Length (s)

Comparnison [‘ujl:l! Billooara
T3 004
w % a U
| # 25% g 25% il .
= &
| & 20% @ 20% !
[ T 15% 8 15% ¢
= 10% 5 10% + L |
[ ¥ i g s T
‘I & o dal ""Inll,l,.--.. o~ & go, —allL ""l".l]- Saae
- Glance Length (s) . Glance Length (s)
= |







2/25/2010

The Data That They Did Not Analyze The Conclusions They Did Not Report

s DBI

My Work Has Led Me to

These Conclusions:

AMBER Alerts?







2/25/2010

An AMBER Alert on a DBB
Personalized and Interactive
Billboards

This sign sends a personalized message
to the approaching driver

New Research and Regulatory Activity







The Near Future
FHWA should

SO0N pru » guidance to States and local
governments.

= If not, guidelines are available based on
successes elsewhere, as shown in the recent
AASHTO report.

® Once a DBB is erected, it is nearly impossible to
remove it.

® A moratorium makes sense for all these reasons.
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